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Perkembangan industri kuliner yang sangat maju dengan teknologi yang sangat 
canggih menyebabkan munculnya persaingan yang cukup ketat diantara pelaku 
usaha kuliner. Cafe Lotus Mio merupakan salah satu cafe yang harus ikut 
bersaing terhadap kerasnya persaingan bisnis kuliner. Untuk menghadapi 
persaingan antar pelaku bisnis kuliner, maka Cafe Lotus Mio Yogyakarta sebagai 
perusahaan yang bergerak di bidang kuliner harus memiliki strategi bisnis yang 
cukup kuat untuk mendapatkan new customer, meningkatkan hubungan dengan 
pelanggan dan mempertahankannya (loyalitas pelanggan) adalah dengan 
menerapkan Customer Relationship Management (CRM). 
Metode pengumpulan data dilakukan dengan pendekatan deskriptif dengan 
metode observasi, melalui literatur-literatur, dan penyebaran kuisioner. Metode 
analisis data dilakukan dengan analisis statistik deskriptif dan uji mean. 
Hasil analisis menunjukkan bahwa Customer Relationship Management (CRM) 
pada aspek tempat dan fasilitas pada Cafe Lotus Mio telah diterapkan dengan 
baik, demikian pula dimensi pelayanan dan kualitas sajian. Pada dimensi kualitas 
sajian konsumen mengharapkan kualitas menu yang beragam. Pada dimensi 
promotion and marketing, hasil analisis disimpulkan bahwa persentase tertinggi 































The development of highly advanced culinary industry with a highly advanced 
technology led to the emergence of tight competition among businesses culinary. 
Cafe Lotus Mio is one cafe that must compete against tough competition culinary 
business. To face the competition among the culinary business, then Cafe Lotus 
Mio Yogyakarta as a company engaged in the culinary field should have a 
business strategy that is strong enough to get new customers, enhance customer 
relationships and maintain it (customer loyalty) is to implement a Customer 
Relationship Management (CRM ).  
Methods of data collection is done with descriptive approach with the method of 
observation, through literature, and questionnaires. Methods analysis of the data 
was analyzed with descriptive statistics and mean test.  
The analysis showed that the Customer Relationship Management (CRM) on 
aspects of venues and facilities in the Cafe Lotus Mio has been implemented, as 
well as the dimension of service and quality offerings. On the dimension of the 
grain quality consumers expect quality varied menu. On the dimension of 
promotion and marketing, the results of the analysis concluded that the highest 
percentage of consumers interested to come more often if Lotus Mio make 
member card.  
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